
10. \IETROPOLlT\\ STATISTICAL\REA - COL:'\T\ OF PLBLlC.\TlO\:

IE. ClTY AND RETAIL TRADLl'IoiG ZONES:

CITY ZONE is the corporate lImits of Detroll. Grosse Pomte. Grosse Pomte Farms. Grosse POinte Park. Grosse
Pomte Shores (Part). Grosse Pomte Woods. Hamtramck. Harper Woods. Highland Park. Lincoln Park. River Rouge. and
m Dearborn. 1990 Census Tracts 5735 through 5743. in Wayne County: in MACOMB County. balance of vLllage of
Grosse POinte Shores; and in Oakland County. cit)' of Ferndale. all rn Michigan.

RETAIL TRADING ZONE rncludes. with exception of City Zone. the following area:
[n Michigan - counties of Livingston. Macomb. Monroe. Oakland. Washtenaw and Wayne.
[n Ontario. Canada - in ESSEX County, the area along the Detroit River five miles wide and eighteen miles long

includmg clly of Windsor. towns of Amherstburg and Tecumseh. and townships of Anderson and SandWIch West.

2. AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) IN
NEWSPAPER DESIGNATED MARKET:

Answer optional and not made.

AUDIT STATEMENT

Due to a continuing newspaper strike which started July 13. 1995, the 1996 audit was limited to the three months
ending March 31. 1996. No Publlsher's Statements were filed for September 30.1995 or March 31, 1996.

This newspaper also participates in the Audit Bureau of Circulations' Coupon Distribution Verification Service. A
separate report of that verification is available to all ABC members who subscribe to this service. For more information.
contact ABC.

PERCENTAGE OF TOTAL PAID AND HOUSEHOLD COVERAGE PERCENT:

Combined Daily Morning (Mon. to Fri.) Evening (Mon. to Fri)
Occupied

Households Total % ofTollll Household TOlal % of Tollll Household Tollll % of TOlal Household
(J-J-9S EsI.) Paid Paid COllera,e Paid Paid COllerage Paid P&ld COllerage

City Zone ................................... 445.100 120.529 20.90 27.08% 65.791 18.72 14.78% 54.738 24.30 12.300/c
Retail Trading Zone................... 1.316.600 361.300 62.65 27.44% 218.143 62.07 16.57% 143.157 63.55 10.87~

Total City & Retail Trading
Zones ...................................... 1.761,700 481,829 83.55 27.35% 283.934 80.79 16.12% 197.895 87.85 11.230/c

All Other .................................... 94.869 16.45 67,504 19.21 27.365 12.15
TOTAL PAID............................ 576,698 100.00% 351,438 100.00% 225.260 100.00~

Saturday & Holidays Sunday
Occupied

Households Total % of Total Household Total % of Total Household
(l·\·9S Est.) Paid Paid Coverage P&ld Paid Coverage

36.450/c

34.91%
36.97%

27.06% 642.142 83.44

127,452 16.56

769.594 100.00%

26.11% 155.364 20.19
27.38% 486.778 63.25

1,761.700 476.707 85.58

80.335 14.42
557,042 100.00%

445.100 116.231 20.87
1.316.600 360,476 64.71

All Other ..
----~....,......,....~~------"...,...,-----~------TOTAL PAID ..

City Zone ..
Retail Trading Zone . ----------------------Total City & Retail Trading
Zones ..

(The Detroit News (Evening). Detroit Free Press (Morning). The Detroit News and Detroit Free Press
(Saturday & Holidays & Sunday). Detroit. MI. Page *3)
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AUDIT REPORT: I

THE OAKLAND PRESS (Morning)
THE SUNDAY OAKLAND PRESS
See Par. 9(a)

Pontiac (Oakland County), Michigan

TOTAL AVERAGE PAID CIRCULATION FOR 12 MONTHS ENDED MARCH 31,1996:

Morning Morning
(Mon. to Sat.) (Mon. to Sat.)

(4-1·95 to (7·14·95 to
7-13-95) 3-31·96)

Sunday
(4-1·95 to
7.13·95)

Sunday
(7·14-95 to

3·31-96)
1A. TOTAL AVERAGE PAID CmCULATION (BY

lNDlVIDUALS AND FOR DESIGNATED RECIPIENTS): 72,306 85,145 80,681 99,945

lB. TOTAL AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS)
IN NEWSPAPER DESIGNATED MARKET:
(See Par. IE for description of area)

NEWSPAPER DESIGNATED MARKET

1990 Census:
#1-1-95 Estimate:

Population
523,775
546,100

Occupied
Households

188,761
197,700

55,327 58,496 62,185 67,345
11,268 15,832 11,995 18,501

12 18 16 18
317 634 2
614 619 616 615

67,538 75,599 74,812 86,481

Home Delivery, See Par. 9(c) .
Single Copy Sales ..
Mail Subscriptions .
Newspapers in Education ..
Employee Copies .. -----------------TOTAL NEWSPAPER DESIGNATED MARKET ..

CIRCULATION OUTSIDE NEWSPAPER
DESIGNATED MARKET

4,846
8,425

192

13,464

99,945

None of
record

3,628
2,061

180

5,869

80,681

None of
record

3,023 4,103
1,556 5,183

180 193
9 66

1

4,768 9,546

72,306 85,145

None of
4 record

Home Delivery, See Par. 9(c) .
Single Copy Sales ..
Mail Subscriptions .
Newspapers in Education ..
Employee Copies .
TOTAL CIRCULATION OUTSIDE NEWSPAPER ----------------=--
DESIGNATED MARKET ..

TOTAL AVERAGE PAID CIRCULATION (BY
INDIVIDUALS AND FOR DESIGNATED RECIPIENTS)

Days Omitted from Averages, See Par. 9 ..

1C.THIRD PARTY (BULK) SALES:

Restaurants - Available for patrons..................................... 26 33 24 24
TOTAL AVERAGE THIRD PARTY (BULK) SALES ....... ---26----3-3----24----24-

#Market Statistics, Producers of ''The Survey of Buying Power," See Par. 9(b).
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For detailed description of areas on this map,
see Paragraph 1E of Audit Report.

Map not intended to show circulation coverage.
See Paragraph 3 for distribution breakdown.



10. \IETROPOUT.\,\ 'ITA nSTICAL AREA - COl'\T\ OF PlBUC\no'\:

IE. ~EWSPAPERDESIG~ATEDMARKET:

:\EWSPAPER DESIG!'iATED \1ARKET is comprised of the following area in OAKLAND County. \lichlgan
cities of Auburn Hills. Bloomfield Hills. Keego Harbor. Lake Angelus. Orchard lake Village. Pontiac. Rochester.
Rochester Hills. Sylvan Lake. Walled Lake and Wix.om; plus townships of Addison. Brandon. Commerce. Groveland.
Highland. Holly. Independence. Milford. Oakland Charter. Orion. Oxford. Rose. Springfield. Waterford. West
Bloomfield. White lake and Bloomfield less 1990 Census Tracts 1507.1508.1509 and 1510.

2. AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) IN
NEWSPAPER DESIGNATED MARKET:

See Par. lB.

AUDIT STATEMENT

There was no adjustment made in the average paid circulation as shown in the Publisher's Statements for the period
audited.

PERCENTAGE OF TOTAL PAID AND HOUSEHOLD COVERAGE PERCENT:

Morning Morning
(Mon. to Sat.) (Mon. to Sat.)

(4-1-95 to (7-14-95£0
Occupied 7-13-95) 3-31-96)

Households % of Total Household % of Total Household
(1-1-95 Est.) Total Paid Paid Coverage Total Paid Paid Coverage

Newspaper Designated Market .. 197,700 67,538 93.41 34.16% 75,599 88.79 38.249f

Outside Newspaper
Designated Market.. ................... 4.768 6.59 9,546 11.21
TOTAL PAID ............................ 72.306 100.00% 85.145 100.00%

Sunday Sunday
(4-1-95 to (7-14-95 to
7-13-95) 3-31-96)

Occupied
Households Total % of Total Household Total % of Total Household
(1-1-95 Est.) Paid Paid Coverage Paid Paid Coverage

Newspaper Designated Market .. 197,700 74,812 92.73 37.84% 86,481 86.53 43.74%

Outside Newspaper
Designated Market ..................... 5,869 7.27 13.464 13.47

TOTAL PAID ............................ 80.681 100.00% 99.945 100.00%

(The Oakland Press (Morning), The Sunday Oakland Press, Pontiac. MI. Page #3)
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• Station subscribers as of release to print.

DMetro ~TSA
TSA and DMA sampled in Spring and Fall only.
For definitions of the terms Metro, TSA and DMA,
see Page M3, Paragraph 1, and Page M7, "Selected
Arbitron Terms."

Me~lJ'o fRank: 6
Marlket SIlfiD'Veyed: Winter, Spring, Summer, Fall

CIDR-FM CIMX-FM
WDFN-AM WDRQ-FM
WKQI-FM WMXD-FM
WWWW-FM WXYT-AM

CKLW-AM
WDZR-FM
WNIC-FM
WYCD-FM

WCHB-AM
WHYT-FM
WDMC-FM
WYST-FM

WCHB-FM
WJLB-FM
WRIF-FM

WCSX·FM
WJR·AM
WWJ·AM

DETROIT
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Methodology

Description of MetOOdolqnr
IntroductIOn

The following Dem:ription of Methodology is appli
cable to the data and estimates contained in the
"Listener Estimates" section of this report. A more
detailed description ci Arbitron methodology~ be
found in a separate publication titled ArbltrOll
Radio Dtscriptio1t of MetJwdology and in other asso
ciated relevant documents. made available by
Arbitron to all Arbitron syndicated Radio Report
subscri~. In the event that the separate publica
tion titled Arbitro71 Radio Descriptioll of
Metltodototy conflicts with the "Description of
Methodology" printed herein. the latter is consid
ered the more current Description of Methodology.

Till' Mdrkel

1.1111 IIIrkItIAn Arbitron Radio Market can be
composedof uptothree geographic areas: the Metro
Survey Area (Metro), the Total Survey Area (TSA)
and the Designated Market Area (DMA~). These
areas are composed of sampling units. A sampling
unit generally consists of a single county, but may
also consist of an independent city or a split coonty.
Split coonties are defmed as one or: more z~ codes
within a county and are based on ZiP code informa
tion from 1990 Census data, as updated annually by
Market Statistics.

I. Metro S"rvey Arta (Metro)
Arbitron Radio Metros generally correspond to the
federal government's Office of Management and
Budget's (OMB) MetropolitanAreas. Aradio Metro
may deviate from its respective OMB definition due
to topographical. sampling, or other considerations.

For areas that do not have an OMBdefined
Metropolitan Area, Arbitron usually defmes the
Metro Survey Area to include the coonty(ies) of
the majority of the local area stations' city (ies) of
license.

The OMB updates its Metropolitan Areas
every 10 years, based on the new decennial census
data. At that time, Arbitron reviews all Radio Metro
definitions for possible adoption of the applicable
OMB definitions. In the review process, Arbitron
considers such factors as: the historical markl':
definition(s), local trade and commuting pattt" .,
local radio listening patterns. and input from its
subscri~.

Changes to an existing Metro definition be
tween the l~year OMB review cycles will be coosid
ered by Arbitron if a formal written proposal, which
presents in detail the rationale and benefits ci the
proposed Metro, is submitted to Arbitron within
established deadlines; widespread subscriber sup
port for the change is amerallY required as well.

b. Total S"rvey AffG (TSAJ
The TSA ci an Arbitroa Radio Market is designed to
provide a comprebensive measure of listening to
Metro-licensed radio stations.TheTSA is compoeed
of the Metro and any additiooal counties (or ge0
graphically split coonties) which meet certain crite
ria for inclusion.

TSA definitions are based 00 historical radio
listening patterns and are updated bienniaIly based
on the syndicated diary data used for the most
recent County Coverage study (excluding any extra
sample used for Custom Survey Area Reports
(CSARs»). The SpecifIC criteria for adding, retaining
or deleting non-Metro TSA counties are ootlined in
aseparate publication titled ArbitrOll Radio Dtscri~
tio7l of MetlwdoJogy and in other associated relevant
documents.

Co Desig1UJted Market Area (DMA~)

The DMA is composed of sampling units (coonties
or geographically split coonties) and is defmed and
updated annually by the A.C. Nielsen Company,
based on historical television viewing patterns. A
coonty or split coonty is assigned exclusively to one
DMA.

Arbitron reports radio listening estimates for
the Top 50 DMAs (ranked on TV hooseholds) in the
Radio Market Reports of all Arbitron standard radio
markets whose Metros are located within the DMA
and whose names are contained in the DMA name.

S.tmpllnq & Me.lsuu'llwnl Techlllques

2. s-.... ...........IJ/Survey sample targets
are established for the Metro and. if applicable, the
non-Metro TSA and/or the DMA. Sample targets
are then established for each sampling unit propor
tional to its Persons 12+ population in the respective
survey area subject to minimum sample require
ments for Radio County Coverage. The amoont of
sample ordered is determined by dividing the sam
pling unit target by the expected rate of response
based on previous survey(s) sample performance
and other factors.

For each 12-week survey period, a new sample
of telephonenum~ is computer-selected for each
sampling unit throogh the use of a systematic ~ter

val random selection technique. Listed and unlisted
telephone num~ are randomly generated using
the random digit dial (RDD) technique. Sample RDD
num~ are generated from telephone "hundred
blocks" containing at least 10 listed residential tele
phonenum~ based on current te1ephooe Iist~
as provided and updated by Metromail~tlOll.
These qualifying hundred blocks compnse the
sample frame for each sampling unit. Known non
residential telephonenum~ (e.g.• businesses, in
stitutions) are excluded from the sample frame. The
sample of telephone num~ is then randomly
divided into approximately equal weekly groops for
diary placement calling.

If a need for additional sample arises after the
original sample has been selected by the comput~r.

then such additional sample is generally selected m
the same manner and from the same sample frame
as the origina1 sample.

3. ArIIIer. RIdIo LIItlInInt IHIry/Arbitron uses
7-day individual diaries to gather listening informa
tion from persons 12years of age and older (Persons
12+). Bilingual (Spanish-English)diaries are provided
to all survey participants in the Metro of a Hispanic·
controlledmarket who have identified themselves as
Hispanic in response to an ethnicity questionor from
whom ethnic informatioo was not obtained. and to
any others indicating a preference for a bilingua1
diary. Premiums of varying monetary amoonts.are
provided to encourage respondent cooperation.
Arbitron sends a diary for each Person 12+ reported
in the sample hoosehold up to a maximum of nine
diaries.

4. DIIry Pllel_.... IIIIrIenIIInitial contact
with listed sample households is by mail. informing
them of their selection and that an interviewerwill be
calling to request their cooperation in the survey.
Initial contact with unlisted sample households is by
telephone. when an interviewer calls to request
participation in the survey.

Arbitron interviewers call selected telephone
num~ to ascertain the possibility of a media
affiliation. to gain consent for participation in the

AitlJIiiffi:iN
M3

survey, to determine the number of Persons 12+
living in the household at the time of the placement
call and. where applicable. to detennine the race!
ethnicity and demographics of the household, House
holds with more than nine persons 12 years of age
and older and media-affiliated households are ineli
gible for survey participation.

Interviewers are instnlcted to make a number
of attempts to reach every telephone number in the
sample. These attempts are made at different hours
of the day and evening. Arbitron then sends diaries
directly to consenting sample households.

In addition to follow-up by mail from Arbitroo.
the interviewers are directed to make further
contact (s) with consenting sample households by
telephone: to make sure the diaries have ,been re
ceived; to assist members of the household munder
standing the diaries' purpose; to answer any~
tions; to remind the diarykeepers to return their
diaries after the survey week; and to thank them for
their participation in the survey.

Explicit instructionsare provided toeach inter
viewer, and validation checks are regularly c0n
ducted to help ensure that instructions are being
properly followed.

ProcesslTlq TPChlll(llIPS

5. PnIDIIII.I crt .....,Arbitroo makes reasm
able efforts to utilize all returned diaries. However,
somereturned diaries aredetennined by Arbitron to
be unusable. Among those which are unusable are
diaries which Arbitron determines: are incomplete:
are postmarked and/or arrive before or after esta~
lished dates; or which otherwise lack essential infor·
mation. The total number of in-tab diaries may differ
from the sample target.

Usable diaries are prepared for computer~
cessing in accordance with procedures listed in
the Arbitroll Radio Edit ProcedMres Manal.
The listening information in the diaries is then com
puter~ntered so that certain verifications and edits
can be made. These include ascription procedures,
the allocation of credit for aberrated call letters and
other analyses and pretabulation preparations.

(;.tlculallllq Techl1lqlles

e. CIIIcuIItIII II EIIIIIIIIiII/

I. Sample Baltz"ci",
The weighting system used by Arbitron. sample
balancing, is an iterative marginal ~eigh~ tech
nique designed to compensate for disproport~te
in-tab from specified marginal classes. Marginal
weighting means that in-tab diaries are weighted to
represent the population for each specified marginal
class. The number of geographic marginal clasaes
(Le.• coonties, split coonties or coonty clusters) will
vary. The number of sex/age marginal classes is
generally 16. In addition, markets that are race and/
or ethnically controlled are sample balanced so that
in-tab diaries from the race/ethnic group are
weighted to represent the population of that race/
ethnic groop. As a result of this cumulative weight·
ing, a Persons-Per-Diary Value (PPDV) is computed
for each in-tab diary. The PPDV is the number of
persons that diary is estimated to represent.

b. ComP"ti", C"mt Pe1'S01lS Estimates
Station Cume Persons estimates are computed by
summing the PPDVs for each diary in which a
station received listening credit for the time the
station is on the air within a daypart. PPDYs are

SUMMER 1996



Methodology

Average Qulrter-ttour Penonsffhe estimated
number of persons who listened to a station for a
minimum of five minutes within a quarter-hour.
The estimate is the average of the reported listen
ing in the total number of quarter-hours the
station was on the air during a reported daypart.
This estimate. expressed in hundreds (00), is
reported for the Metro, TSA and. where appli
cable. the DMA.

Avera.. Quarter-Hour RatlnglThe Average
Quarter-Hour Persons estimate expressed as a
percentage of the appropriate estimated popula
tion. This estimate is reported for the Metro and,
where applicable, the DMA.

Ave..... QUlrter-Hour Slulretrhe Average
Quarter-Hour Persons estimate for a given sta
tion expressed as apercentage of the MetroTotal
Average Quarter-Hour Persons estimate within a
reported daypart. This estimate is reported for
the Metro only.

eume DupIIcatIonffhe percentage of estimated
Cume Persons for one station that also listened to
asecond station. This estimate is reported for the
Metro only.

CIne PwIonIIThe estimated number of differ
ent persons who listened to a station for a miJlj.
mum of five minutes in a quarter-hour within a
reported daypart. (Cume estimates may also be
referred to as cumulative or undupJicated esti
mates.) This estimate, expressed in hundreds
(00), is reported for the Metro, TSA and. where
applicable, the DMA.

CIne RltlngfThe estimated number of Curne
Persons expressed as a percentage of the appro
priate estimated population. This estimate is re
ported for the Metro only.

DI".rtlA time period for which audience esti
mates are reported (e.g.. Monday-Friday, 6AM
lOAM; Weekend 6AM-Midnight).

...........MlrtultArei (DIIAewA.C. N"lelsen's
geographic market design which defines each
television market exclusive of others based on
measurable viewing patterns. Every coonty or
sampling unit in the United States is assigned
exclusively to one DMA~.

DlllgIIIted 51mpWfelephone numbers se
lected from the sample frame for this survey
detennined by Arbitroo to be usable.

DII" MIntIaIIIfI1Ie number of iIHab diaries in
which listening to a stalioo has been recorded for
at least fIve minutes in a quarter-hour within a
given daypart.

DllrytullplrlAny individual that ArbitroD deter
mines to be eligible to receive and who is sent
survey materials.

Selected Arbitron Terms

Etfec:tIve 51mp1e "M (ES8)lThe theoretical
sample size tobe used for estimating the sampling
error of audience estimates. (See Page MS, Par.
15.)

Ethnic CompoIItIonIAudience estimates forTo
tal, Black and/or Hispanic persons expressed in
hundreds (00). ratings and composition percents.
Ethnic composition estimates are based on total
Metro in-tab diaries and are reported for the
Metro of ethnically controlled markets only if at
least 30 Black and/or 30 Hispanic diaries, as
appropriate. are in-tab from the Metro.

ExcIuIM CulM Audllnclffhe estimated num
ber of Cume Persons who listened to only one
selected station within a reported daypart. This
estimate is shown for the Metro only.

GnIIIpQulrtln/Forsampling purposes.Arbitron
defmesgroupquarters as residences of 10ormore
unrelated individuals. However. living arrange
ments such as college housing units, military
barracks. nursing homes. etc.. are considered
eligible residences if the telephone number is
assigned to aprivate telephone servingfewer than
10 individuals.

HIgIt-DInIIly AnI (IIlA)/A High-Density Area
is a zip code-defined sampling unit which may be
established in a coonty within the Metro of an
ethnica11y controlled market.The SpecifIC criteria
for establishing, retaining, or eliminating an
HDA are outlined in a separate publication titled
ArlIitrtnl RlJlJio Dts£riptitnl of Metltodolo".

In-TIb SIInpIefIbe number of usable diaries
tabulated in producing the report.

UItInIIII LacItIonIILocations for which audi
ence estimates are reported (At Home, In Car, At
Work, Other).MIIn....,AnI (MeIr'o)/Metro Survey Area
definitions genera1ly correspond to the federal
government's Office of Management and
Budget's (OMB) Metropolitan St·,tistical Areas•
Primary Metropolitan Statistir Areas or Coo
solidated Metropolitan Statistical Areas, subject
to exceptions dictated by historical industry us
age or other marketing considerations as deter
mined by Arbitron.

IIIb'o T..... IfIIIJ. DMA T..... (Total list",
i", ill tilt Metro alld/or Total list",i", ill tJu
DMAJ IThe Metro and/or DMA Total estimates
includeestimates of listeningto reported stations,
as well as tocommercial stations that did not meet
the Minimum ReportingStandards. plusestimates
of listening to nonconunercial and unidentified
stations.

IIInIInum RIporIIng ......... (llll)/Criteria
used to detennine which stations qualify to be
listed in this report. (See Page M4. Pars. 8-9.)

AJfaIT1fQN
M7

PenonI-Ptr-Dliry VI"" ('POV)lThe numeri
cal value assigned to each in-tab d.iarv for the
process of projecting audience estimates to the
entire 12+ population in a market. The PPDV
reflects the number of persons in the geographic/
sex/age/ethnic (if applicable) group represented
by each in-tab diary after sample balancing has
been performed.

Rdng/(See Average Quarter-Hour Rating and
Curne Rating.)

51"- FrIIMfThe universe from which eligible
diarykeepers are randomly selected. The sample
frame for Arbitron radio surveys is designed to
sample households with telephones.

SImpleTlI'gItfThe number of diaries that is the
objective for in-tab sample size.

SInIpIIIIg IInII/Ageographic area consisting of a
coonty or split coonty. (See Page M3. Par. L)

SIIIrI/(See Average Quarter-Hour Share.)

Slmllllllt!The simultaneous broadcast of one
station's total and uninterrupted broadcast flow
by a second station without any variation except
if the two simulcast stations choose to separately
identify their call letters, frequency. station name
and/or city of license. if appropriate, at the same
time.

SpIt e-rtylA portion of a coonty composed of
one or more zip codes which has been separately
identified for purposes of ordering and controlling
sample.

TICIIIIIcII DIIIIcIIIty (TD)ff'1IlJe period(s) of fIVe
or more consecutive minutes during the survey
period for which a station listed in this report
notified Arbitron in writing of: reduced power.
intennittent power. signal interlerence; or times
the station was off the air within the station's
authorized broadcast day.

n......~ {TIL)/An estimate of the
arnoont of time the average person spent listening
to radio or to a station during a specifIC daypart
expressed in hours and minutes. This estimate is
reported for the Metro only.

T........,AreI (TSA)/A geographic area that
includes the Metro Survey Area and may include
additional coonties.

SUMMER 1996



lA. TOTAL AVERAGE PAID CIRCULATION (BY
INDIVIDUALS AND FOR DESIGNATED RECIPIENTS): 497,326 618,358 578,569

PRINTED AND R'O'_'OASED
BY ABC NOVEMBER, 1996

TOTAL AVERAGE PAm CIRCULATION FOR 12 MON1I.'lHIS ENDED MARCH 31,1996:

801,880

Sunday
Saturday
Morning

Friday
Morning

Morning
(Mon. to
Thurs.)

AUDIT REPORT:
THE DALLAS MORJ.'\TING NEWS
(Morning & Sunday)
Dallas (Dallas Cou.nty), Texas

Audit Bureau
of Circulations

1

84,869

82,498
2,228

12

717,011

801,880

64,552
1,560

114

66,358

512,211

578,569

None of
record

67,381
1,478

413

69,429

548,929

618,358

None of
record

90,928 114,218 109,282 162,252
234 236 239 96
926 646 325 13

174 175 148 144
92,262 . II 5,275 lO9,994 162,505

60,107
1,450

583

62,296

435,030

497,326

Days Omitted from Averages, See Par. 9 .

Occupied

Population Households
1990 Census: 2,171,194 821,443

#1-1-95 Estimate: 2,377 ,000 888,400
Home Delivery ..
Single Copy Sales ..
Mail Subscriptions .
Newspapers in Education .
Employee Copies .
Group (Subscriptions by Businesses for Designated Employees) _----=-_.,....,--__----=-::-:-::-:-__--:-:~_=_--__::_::_:_::-:-:--

TOTAL CITY ZONE, See Pars. 9(b), (c) & (d)............................... 342,768 433,654 402,217 554,506

BALANCE IN NEWSPAPER DESIGNATED MARKET
Occupied

Population Households
1990 Census: 2,078,971 769,074

#1-1-95 Estimate: 2,282,900 842,900
Single Copy Sales and Home Delivery .
Mail Subscriptions .
Newspapers in Education .
Group (Subscriptions by Businesses for Designated Employees),
See Par. 9(d) ~ :.......:.. :.......:.. _

TOTAL BALANCE IN NEWSPAPER DESIGNATED MARKET.

Occupied
Population Households

1990 Census: 4,250,165 1,590,517
#1-1-95 Estimate: 4,659,900 1,731,300

TOTAL NEWSPAPER DESIGNATED MARKET ..

CIRCULATION OUTSIDE NEWSPAPER
DESIGNATED MARKET
Single Copy Sales and Home Delivery ..
Mail Subscriptions ..
Newspapers in Education ..
Group (Subscriptions by Businesses for Designated Employees),
See Par. 9(d) __---.:1~5.:..6 -.:.;15::...,:7 ---.:1~3=-2 -.:.;13::...,:1_

TOTAL CIRCULATION OUTSIDE NEWSPAPER
DESIGNATED MARKET ..

TOTAL AVERAGE PAID CIRCULATION (BY
INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) ..

m. TOTAL AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS)

IN NEWSPAPER DESIGNATED MARKET:
(See Par. I E for description of area)

CITY ZONE

71
88

1,524
188

3

54
400

1,905
202

48
452
685
165

47
429
612
165

Ie. THIRD PARTY (BULK) SALES:

Clubs - Available for members .
Hospitals and Nursing Homes - Available for patients ..
Hotels, Motels - Available for guests ..
Restaurants - Available for patrons ..
Retai!/Business - Available for patrons ..
Schoql Copies - From non-school funds provided directly to the
newspaper. --'4 --=-5 _

TOTAL AVERAGE THIRD PARTY (BULK) SALES 1,257 1,355 2,561 1,874

#Market Statistics, Producers of "The Survey of Buying Power," See Par. 9(a).

\
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CITY ZONE AND NEWSPAPER DESIGNATED MARKET / DALLAS, TEXAS

;;~'" ~COTTON CO. , Map not intended to show circulation coverage. For detailed description of areas on this map.

w IWICrtiTA co.\. ~ers9> ,,, See Paragraph 3 for distribution breakdown. see Paragraph 1E of Audit Report.
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!D. -\\ERH;r P \lD CIRCL L.-\TlO'- I BY 1'-01\ lDL-\LS ·\'-0 FOR DESIG'-\TED RECIPIE\,T", [\,
D\LL\S-FORT WORTH OESIG"ATED \IARKET-\REA:

Sunday

715.508510,440547.376434.095

I Defined D:- \le[Seri rJ~lng~ compan:- I compnslng (Quntle, of Anderson. Bosque. Collin. Cumallche e\l'\"'" D.,,!..!.
Delta. Denton. Ellis. Erath. Fannin. Freestone. Hamilton. Henderson. Hill. Hood. Hopkins. Hunt. lac\... J,'hll'l\1l
Kaufman. KImble. Lamar. \a\arro. Palo Pmto. Parker. RaIns. Rockwall. Somervell. Tarrant. Van ZJndt and WI"':

Occupied Morning Fnday Saturday
Households (Mon. to Thurs.) Morning Morning
1.674,709
1.823.300

Population
1990 Census. 4,486,502

#1-1-95 Estimate: 4.918.900
TOTAL DESIGNATED MARKET AREA

METROPOLITAN STATISTICAL AREA: (Note - figures shown below are an optional compilation of
circulation data which are included as part of the totals shown in Par. lA).

Dallas. Texas Primary Metropolitan Statistical Area: (Counties of Collin. Dallas. Denton. Ellis. Henderson. Hunt.
Kaufman and Rockwall.)

Fort Worth-Arlington. Texas Primary Metropolitan Statistical Area: (Counties of Hood. Johnson. Parker and
Tarrant)

OCCUPIED
HOUSEHOLDS

1990 #1-1-95 Morning Friday Saturday
Census Estimate (Mon. to Thurs.) Morning Morning Sunday

Dal1as County 701.686 737.700 277,706 344,317 316.093 441,154
Remainder in Dallas. Texas PMSA 300.064 354.900 105,764 142.903 137.919 191.871
TOTAL DALLAS. TEXAS PMSA 1,001.750 1.092.600 383,470 487.220 454.012 633,025

Fon Worth-Arlington, Texas PMSA 506,281 558.800 37,962 45,532 42,060 60.507
TOTAL DALLAS-FORT WORTH,
TEXASCMSA 1,508.031 1.651,400 421,432 532.752 496,072 693.532

Population
1990 Census: 4.037,282

#1-1-95 Estimate: 4,453,100

#Market Statistics. Producers of "The Survey of Buying Power," See Par. 9(a).

IE. CITY ZONE AND BALANCE IN NEWSPAPER DESIGNATED MARKET:

CITY ZONE is the corporate limits of Dallas. plus the balance of Dallas County. in COLLIN County, cities of
Allen, Plano and Richardson; in DENTON County, Aower Mound Town plus cities of Carrollton, Highland Vil1age and
Lewisville (portion west of 1-35). and in ROCKWALL County, Rockwall City and the balance of Rowlett City. all in
Texas.

BALANCE IN NEWSPAPER DESIGNATED MARKET comprises counties of Anderson, Collin (balance), Cooke.
Delta, Denton (balance). Ellis. Fannin. Freestone. Grayson. Henderson. Hill, Hopkins, Hunt, Kaufman, Lamar, Navarro.
Rains. Rockwall (balance). Tarrant and Van Zandt.

2. AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) IN
NEWSPAPER DESIGNATED MARKET:

See Par. lB.

AUDIT STATEMENT

There was no adjustment made in the average paid circulation as shown in the Publisher's Statements for the period
audited.

This newspaper also participates in the Audit Bureau of Circulations' Coupon Distribution Verification Service. A
separate report of that verification is available to aU ABC members who subscribe to this service. For more information.
contact ABC.

This newspaper has exercised its option to have its circulation audited by ZIPIFSA Code. A separate ZIPIFSA Code
Analysis verified by ABC is available from the publisher.

(The Dallas Morning News (Morning & Sunday), Dallas. TX. Page #3)



TOTAL AVERAGE PAID CIRCULATION FOR 12 MONTHS ENDED MARCH 31,1996:
'1

Audit Bureau
of Circulations

PRINTED AND RELEASED
BY ABC NOVEMBER, 1996

AUDIT REPORT:

FORT WORTH STAR~TELEGRAM

(Morning & Sunday)
See Par. 11 (a)

Fort Worth (Tarrant County), Texas

Morning
(Mon. to
Thurs.)

Friday
Morning

Saturday
Morning Sunday

1A. TOTAL AVERAGE PAID CIRCULATION (BY
INDIVIDUALS AND FOR DESIGNATED RECIPIENTS): 225,253 273,878 265,923 341,893

Occupied
Households

424,910
468,900

Population
1,132,548
1,253,300

1990 Census:
#1-1-95 Estim1ite:

lB. TOTAL AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) BY ZONES:
(See Par. IE for description of area)

CITY ZONE

65,415
20

65,435

265,651

46,315
47

46,362

212,621

46,210
43

260

46,513

219,769

266,282 258,983 331,086

6,897 6,322 10,143
615 617 662

83
1 1 2

7,596 6,940 10.807

273,878 265,923 341.893

None of None of
record record

106 106 106
398 366 342
176 339 328

27 37 44
79 50 15

786 898 835

105
395
176
28
69

773

6,162
605

95
I

6,863

36,792
43

653

37,488

180,902

218,390

225,253

None of
record

Days Omitted from Averages, See Par. 9 .

Home Delivery , .
Single Copy Sales .
Mail Subscriptions ; .
Newspapers in Education, See Par. 9(c) .
Employee Copies, See Par. 9(d) .------------------TOTAL CITY ZONE ..

RETAIL TRADING ZONE Occupied
Population Households

1990 Census: 670,257 247,189
#1-1-95 Estimate: 756,200 278,100

Single Copy Sales and Home Delivery ..
Mail Subscriptions ..
Newspapers in Education ..------------------TOTAL RETAIL TRADING ZONE .

Occupied
Population Households

1990 Census: 1,802,805 672,099
#1-1-95 Estimate: 2,009,500 747,000

TOTAL CITY & RETAIL TRADING ZONES ..

ALL OTHER

Single Copy Sales and Home Delivery ..
Mail Subscriptions .
Newspapers in Education '"
Employee Copies , .

--:-:-:::----~~---:-~------==--TOTAL ALL OTHER ' .

TOTAL AVERAGE PAID CIRCULATION (BY
INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) .....

IC. TIIIRD PARTY (BULK) SALES.....•._ ..

Airlines - Available for passengers .
Hospitals and Nursing Homes - Available for patients ..
Hotels. Motels - Available for guests ..
Retai1!Business - Available for patrons ..
Other .

-------------------~TOTAL AVERAGE THIRD PARTY (BULK) SALES ..

#Market Statistics. Producers of "The Survey of Buying Power," See Par. 9(b).
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C630-R95

Fort Worth.

LEGEND

STATE BOUNDARY

COUNTY BOUNDARIES

FORT WORTH CORPORATE LIMITS

BALANCE OF ABC CITY ZONE

ABC RETAIL TRADING ZONE

------
------
( I

L ~
C I

For detailed description of areas on this map,
see Paragraph 1E of Audit Report.

Map not intended to show circulation coverage.
See Paragraph 3 for distribution breakdown.

~ Audit Bureau of Circulations Schaumburg, illinois

C~TY AND RETAil TRADING ZONE / FORT WORTH, TeXAS

ij #< "..~ OKLAHOMA
II IO~6~~~~ i ,,- ~ t \, '"It -, ~

WllBAR· WlchMa Falls I~ TEXAS I l'U ( " I i
GER co. WICHITA CO. 76301·10 Henrietta "". ~ I \~

BAYlOR-C~I -A"RCHE"R co. I 0' 76365 Ok ~~~~~~ II \J~ I ~ '-
\ Call1sburg

Scotland I ~ SI. Jo. 0 D Whitesboro

g 76179 Bellevue' ~76265I ~~ 76273

I 7622SD I
Arche;~~~ (; Bowie G~~;:~~~ I ~Collinsville 76233

Windthorst • 76230 I Valley View Tioga

, 76389r- CLAY CO. -L I 76272 rJ -&;-76271

--l
~~~~~~ ----- - ~A~U~,- ---:C:O~.o:. __ _ _ GRAYSON CO.

JACK CO. r IDENTON CO PilOlr-- .__ _ _ _ __ _ __ _ _ WISE CO. Sanger Point COLLIN CO.
THROCK. I \!Olney I I '9 Alvord 76266 76258

MORTON CO.l 76374 I IChlc0<l 7622~ tu I UAubrey I
Jacksboro 76431 ~;~3l Denton 76227 I

Newcastle ..ftF> 76458 Bridgeport U I 77;:)6201.06
Thr~kmorton I 76372 $I Bryson 'l....i I r4l76426 Fairview Aravle Lewisville The Colony 75050

'-v 76483 I D76427 V Boyd 76078 7622!, 75028-29, Plano
Graham\ \ Runawav 78023 \~ \Justin J("-L., 56·57,67 75023·26.

\? 76450 Bay ~ V ,7624.7\' ~lowerf7'l 74-75.
Woodson \5 I I Rhome 7607~ RoanoKefr""' ("''.!lound~ ~ ~ 86, 9::1-94

76491 , • L- 76020 Briar (I.;j' . 7r26? 75Q28;r{, 1
v 1 YOUNG CO. -.l PALO?lNTOCQJP'A-RKER CO:- :t:\ Re:~?IJ~N • r Richardson C

--- r-;; - --l Graford ~ I Springtown 76082 O..J '"1.7508(\-85 ~

d I STEPHENS CO. 76449Mlneral~ellsl sa~~~us:~ - t:!; ... '. .•....•.7••50\~~i~7~~~~~~ \J~o I I 76067.68 Cool Wetherford Oaks Azlel ~,~-39' Dallas 0
~ I Breckenridge I 0 76~ 1<:::"',7602 . . 75201-398 P
~ ~ 76424 I -.1 L.-?J~ , see INSET ': ..

~ II 'I I~~~~ Annell:n~:~ed& " c1 "'; ;'
o 76008
Cl: Mingus I
J: I I 76463 ,
Ul Strawn" "- ~- - -- - -- - \~

i
76475 v ~ V"Gordon 76453 HOOD CO. I Brlaroaks Midlothian ELLIS CO.'- ---------11- -- Lipan G b Godley V 76065/J

. EASTLAND CO. pRanger ERATH CO. 76462 7~~~8~4~ 76~ ~JOSh~a 7~~: ~

8 /L 76470 I '\';:":' II Clebum~7~8 ~ 1:t ~~;;c:~ac~ ~~,fan
Z I Cisco tc. ~E' ~I d 764411 OTolar 76031-33 '-Tl 'JAlvarado ~4: L-l a~, an 76476 r Keene 760091
J: [6437 ): 76059 ___« \ - , I 11" May earl 76064 Ennis
~ C~lrbOn76435 /" Stephen~iIIa V'" GlenROS~ ~Grandvlew760 0 75119,2(\
~ 8 Garman .,r,\ 076401 -r'"'7 76043 JOHNSOND Ria VIsta 76Q!Kl \ '
o 7754' \ ~ - \ ..

I
SOMERVELL; CO~ 4 Itasca Milford It I /"

Crass 0 L \ \CO" I Blumo Covington Q 76055 \76670 7 ~~/
PlalnstJ "!Islng Star~" 7~O \ Dublin '7 \76627 76636 \ .:oK
76443 L 76471;J Ct. 76446 'Walnut Springs' \

fBR
- - COMANCHE CO. .,/ , .076690 MOrgan( HILL CO. HHlsboro

BROWN CO. \ \ .4"UI~~ 076671'1..Il ~76645 Bynum,
\ , i:;l Hlco '0 Iredell C:'" Whitnef'i 076631 \

I
\

V "'\ /' 76457 76649 Meridian <:I 76692 Malone
Comanche 'HAMILTON\ lib76665 ~ 76660,

I [}76442 \ '\ranllils > Abb911~ Penelope \
, CO. "" Gap BOSQUE CO~.• 7662~~ 076676 )-Fort Worth City Zone Inset .., _

\76637 Cllflo" < /'" --
/:) 76634 , Scale: 1 inch = 21 Miles

Numbers shown are ZIP Codes.



10. \l£TROPOLITA'\ sn.nSnCAL AREA - COl'",n Of PlBLICATlO"':

Fon WOM Arlington. Texa, Pnmar;. \1etropollt.1n StatlStlcJl .-\rea (Countles oi Hood. Johnson. P.lf~er .lJlJ T.lffant i

Occupied Households

37.687

312.427

Sunday
274.740

27.024

246,\ 14

Saturday
Mornmg
219.090

26.899

253,315

Fridaj
Morning

226,416

21.052

207,198

Mornmg
(Mon. to
Thurs.)
186.146

73,800

#1-1-95
Estimate

485.000

67.647

1990
Census
438.634

506.281 558.800

1.361,034 1,507.000

Tarrant County
Remamder in Fan WorthJ
Arlington. Texas PMSA

Total Fan WorthJ
Arlington. Texas PMSA

Population 1990 Census:
#1-1-95 Estimate:
#Market Statistics, Producers of "The Survey of Buying Power." See Par. 9(b).

IE. CITY AND RETAll.. TRADING ZONES:

CIIT ZONE includes Tarrant County less the following: 1990 Census Tracts 1113.01, 1113.03. 1113.04. 1113.05,
1113.06 and 1142.03 and less portions of Tracts Il08.04. 1110.08. IlIO.IO. IlI4.01. 1114.03. IlIS.IS. 1115.19.
1139.02. 1141.01 and 1142.02.

(CIIT ZONE includes the incorporated cities of Fort Worth. Arlington. Azle. Bedford. Benbrook. Blue Mound.
Burleson. Colleyville. Crowley. Dalworthington Gardens. Euless. Everman. Forest Hill. Grand Prairie. GrapeVine.
Haltom City. Hurst. Keller. Kennedale. Lakeside. Lake Worth, North Richland Hills. Richland Hills. River Oaks.
Saginaw. Sansom Park. Southlake. Wautauga. Westover Hills and White Settlement, Pantego Town. and villages of
Edgecliff and Westworth.)

RETAIL TRADING ZONE includes. with exception of City Zone. counties of Denton. Erath. Hood. Jack. Johnson.
Palo Pinto. Parker. Somervell. Stephens. Tarrant and Wise; and in COOKE County. Census County Divisions of
Gainesville. Gainesville Southeast and Valley View; in EAS11...AND County. divisions of Cisco. Eastland and Ranger; in
MONTAGUE County. divisions of Bowie and Montague-Forestburg; and in YOUNG County. Graham Division.

2. AVERAGE PAID CIRCULATION (BY INDIVIDUALS AND FOR DESIGNATED RECIPIENTS) IN
NEWSPAPER DESIGNATED MARKET:

Answer optional and not made.

AUDIT STATEMENT

There was no adjustment made in the average paid circulation as shown in the Publisher's Statements for the period
audited.

This newspaper also participates in the Audit Bureau of Circulations' Coupon Distribution Verification Service. A
separate report of that verification is available to all ABC members who subscribe to this service. For more information.
contact ABC.

This newspaper bas exercised its option to have its circulation audited by ZIPIFSA Code. A separate ZIPIFSA Code
Analysis verified by ABC is available from the publisher.

PERCENTAGE OF TOTAL PAID AND HOUSEHOLD COVERAGE PERCENT:

Morning Friday Saturday
(Mon. to Thurs.) Morning Morning

Occupied .. of .. of .. of
Houldlolds Toul Toul HOUJehold Toul Toul Household TOC&I Toul Household TolaJ
(1-1-9~ Est.) Paid Paid Coveraae Paid Paid Coveraae Paid Paid Covera.e Paid

Sunday
% of
Tow Household
PliO Covel1l.e

City Zone ........................... 468.900 180.902 80.31 38.58% 219.769 80.24 46.87% 212:621 79.96 45.34% 265.651 77.70 56.65~

Retail Trading Zone ........... 278.100 37.488 16.64 13.48% 46.513 16.98 16.73% 46.362 17.43 16.67% 65,435 19.14 23.53'k

Total City & Retail Trading
Zones ................ ,............ 747.000 218.390 96.95 29.24% 266.282 97.22 35.65% 258.983 97.39 34.67% 331.086 96.84 44.32%

AJI Other ............................ 6.863 3.05 7..596 2.78 6.942 2.61 10.807 3.16

TOTAL PAID ..................... 225.253Ioo.<lO'*: 273.878Ioo.~ 265.925 100.00% 341.893 HXl.oo%

(Fort Worth Star-Telegram (Morning & Sunday). Fort Worth. TX. Page #3)
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Methodology

Description of Methxhlcgy
Introduction

The following Descriptioo of Method~ is.appti
cable to the data and estimates contained III the
"Ustener Estimates" sectioIl of this rep<rt. A more
detailed description of Arbitroo methodology can be
found in a separate publication titled ArbitrOll
RDdio DtscriptioJl ofM~ and in other asso
ciated relevant documents, made available by
Arbitron to all Arbitron syndicated Radio Repcxt
subscnbers. In the event that the separate pubtica
tion titled Arbitro. Radio Descriptio. of
Methodology conflicts with the "Description of
Methodology" printed herein, the latter is coosid
ered the more current Desaiption of Methodology.

1. 11II111rUt1An Arbitron Radio Market can be
corrtpOlleCl of up to threegeographicareas: theMetro
Survey Area (Metro~ the TCU1 Survey Area (TSA)
and the Designated Market Area (OMA->. These
areas are C<IJlPOIIed of sampling units. Asampling
unit generally coosists of a single coonty, but may
also coosist of an independent city or a split coonty.
Split counties are defIned as ooe or more zip codes
within a coonty and are based 00 zip code wama
tion from 1990 Census data, as updated annually by
Market Statistics.

•• Metro S""",Area (Metro)
Arbitroo Radio Metros generally correspond to the
federal glWernment's OffICe of Management and
Budget's (OMB) Metropolitan Areas. Aradio Metro
may deviate from its respective OMBdefinition due
to topographical. sampling, or other cansideratioos.

For areas that do not have an OMSdefmed
Metropolitan Area. Arbitron usually defmes the
Metro Survey Area to include the coonty(ies) of
the majority of the loca1 area statims' city(ies) of
license.

The OMB updates its Metropolitan Areas
every 10 yean, based 00 the new decennial census
data. At that time, Arbitron reviews all Radio Metro
definitions for possible adoption of the applicable
OMS deflllitioos. In the review procesa, Arbitroo
coosiders such factors as: the historical market
definition(s), local trade and COllUll.lting patterns.
local radio listening patterns, and input from its
subscn'bers.

0Ianges to an exIsting Metro defmitioo be
tween the l().year OMS review cycleswill be~
ered by Arbitron if a formal written propoeal. which
presents in detai1 the ratiooale and benefits of the
propoeed Metro, is submitted to Arbitron witbin
established deadlli1es; widapo ead subecriber IIUP'
port for the change is gmeraIIy required as ftIl.

b. Total S""'9 Area (TSN
TheTSA of an Arbitroo RIcIoMIJtet isdeIicned to
provide a cornpreheuaive meaure of lilIteniDI to
Metro-licensed radiostatiaol.TheTSA isaapoIed
of the Metro and any adctiml counties (or~
graplUcally split coonties) which meet certain crite
ria for inclusion.

TSA defmitiolls are based 00 historical radio
listening patterns and are updated bieDDiaIly baed
on the syndicated diary data used for the IDOIt
recent County Cc7ierage study \exc1uctiDr any extra
sample used for Custom Survey Area Reports
(CSARs)].The specifIC criteria for adctiDa, retaining
or deletiDg non-Metro TSA coonties are outlined in
aseparate publication titled Ar6iIrOll RJMliD~
tiotl ofMttMdoJoo and In otherall80ciated rele'Vlnt
docwnents.

Co Desipated Mar/ut Area (DMA·)
The OMA is composed of sampling units (coonties
or geographically split counties) and is defmed and
updated annually by the A.C. Nielsen Company,
based 00 historical television viewing patterns. A
county or split county is assigned exclusively to one
OMA.

Arbitron reports radio listening estimates for
the Top 50 OMAs (ranked 00 TV households) in the
Radio Market Reports of allArbitron standard radio
markets whole Metros are located within the OMA
and whoee names are cootained in the OMA name.

S.trnpllllq II" MI',I',nr 1'1l1f'1l1 T1'( hlllqlH'~

Z. 1...1.1 U•••••I.1J1SuMy sample taliets
are established tor the Metro and, if applicable, the
non-Metro TSA and/or the OMA. Sample taIlIfts
are then established tor each sampling unit proper
tiooal to its Persoos 12+ population in the respective
surYeY area subject to miDinJ.un sample require
ments for Radio County Cc7ierage. The amount of
sample ordered is determined by dMdiDg the sam
pling unit target by the expected rate of respoose
based 00 previous survey(s) sample performance
and other factors.

For each 12-week survey period. a new sample
at telephooe numbers is computer-eelected for each
sampling unit through the lISe of a systematic inter
val random selection technique. Listed and unlisted
telephone numbers are randomly ~ted using
the randooldigit ltial (ROD) technique. Sample ROD
numbers are generated from telephone "hundred
blocks" cootainiDg at least 10 listed residential teJe.
phooe numbers based OIl current telepbme listinp
as prorided and updated by Metromail CGrplratioo.
These qualifyUlg hundred blocks comprise the
sample frame for each sampling unit. Known JlODo
residential telepbone numbers (e.g., businesses, in
stitutioos)are excluded from the sampleframe. The
sample of telephone numbers is then randomly
dMded into approximately equal~ groups b
diary placement calling.

If a need for additional sample ariIes after the
oriIinal sample has been selected by the computer,
then such additional sample is~ selected in
the same manner and from the same sample (rame
as the CliginaI sample.

3. ........ u.t. 1.1 Dllry/Arbitroo uses
7~ indMdual diaries to gather listening informa
tion from penoIIll12yearsof ageandolder (Penons
12+).BiliDcual(Spanisb-EngIish)ctiariesare~
to all survey participants in the Metroof a Hispamc·
cootrolledmarketwhohave identified themIeIves as
Hispanic inresponse toan ethnicity questionorfrom
whom ethnic information was not obtained, and to
any others mdicating a preference for a bilingual
diary. Premiums of varying monetary amounts are
provided to encourage respondent cooperation.
Arbitron sends a diary for each Penon 12+ reported
in the sample houaehold up to a IJIUinaun at nine
diaries.

4. DIIry 'I.a.r.'" ItIII'tftIIIIni cootact
with listed sample houIehoIds is by mail, worming
them of their aeleetionand that an intervIewerwill be
calling to request their cooperation in the survey.
Initialcontactwith unlisted samplehouIeboIds isby
telephme, when an internewer calls to request
participation In the survey.

Arbitroo mtervie'ftrs call selected telephone
numbers to ascertain the pOllSibility of a mectia
affiliation, to gain consent for participation in the

A1famtON
M3

survey, to determine the number oi Persons 12·
living in the hoosehold at the time of the placement
call and, where applicable, to determine the race!
ethnicity anddemographics of the hoosehold. Hoose
holds with more than nine persons 12 yean of age
and older and mediHffiliated households are ineli
gible for survey participatioo.

Interviewers are instructed to make a number
of attempts to reach emy telephone number in the
sample. These attempts are made at different~
of the day and evening. Arbitroo then sends diaries
directly to coosenting sarnpIe households.

In addition to fol1olrM1p by mail from Arbitron.
the interviewers are directed to make further
cootact(s) with consenting sample households by
telephooe: to make sure the diaries have been ~
ceived; toassist members of the household in under
standing the diaries' purpose; to answer any ques
tions; to remind the diarykeepers to return their
diaries after the survey week; and to thank them fIX'
their participation in the survey.

Explicit instructionsareprovided toeach inter
viewer, and vaDdation checks are regularly coo
dueted to help ensure that instructions are being
properly followed.

Prllll","lIq Tl'l hlllqlll",

L Pr.aIIII • III DIII'tIIIArbitroo makes reas0n
able efforts to utilize all returned diaries. However,
someretumed diariesaredeterminedbyArbitrm to
be unusable. Amoag thole which are unusable are
diaries which Arbitroo determines: are iDaxnplete;
are postmarked and/or arrive befcreor after est.1~
Iisbed dates; or which otherwise lack essential wor
matioo.ThetCU1numberof in-tabdiariesmay differ
from the sample target.

Usable diaries are prepared for COOlpUter pn>
cessing in aam:Iance with procedures listed in
the A,bitro. Rodw Edit Proced.res Ma.u/.
The listening wormation in the diaries is then ccxn
puter~tered l!O that certain verifications and edits
can be made. These include ascription procedures,
the allocation at credit for aberrated call letters and
other analyses and pretabulation preparations.

1,,1111I1.111IHj TI'l hlolqlll'~

.. CIk.I... III....Itlll

L So",pk BaltzJU:i",
The weighting system used by Arbitroo. sample
baI.ancinlr. is an iterative marginal weighting tec~

nique deaigned to compensate for disproportionate
in-tab from specified marginal classes. Marginal
weighting means that in-tab diaries~weight~ to
represent the population for eachspecified marginal
class. The number of geographic rnarginal classes
(Le.• counties, split coonties or coonty clusters) will
YaIY. The number of st!X/age marginaJ classes is
generally 16. In additioo. markets that are race and/
or ethnically cootrolled are sample balanced so that
in-tab diaries from the race/ethnic group are
weighted to represent the ~tion at .that~/
ethnic groop. As a result at this cumUative weight
ing, a Penoo&-Per·Diary Value (PfDV) is computed
for each in-tab diary. The PPDV is the number of
persons that diary is estimated to represent.

.. CmrIpti", e". PmotIS EstiMates
Station Cmne Penons estimates are COOlpUted by
SIJIIIIDinr the PfDVs for each diary in which a
statim received listening credit for the time the
statim is 00 the air within a daypart. PPDVs are
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Avenge Qurt8r-Hollr PwIonIfThe estimated
number of persons who listened to a station for a
minimum of five minutes within a quarter-hour.
The estimate is the average of the reported listen
ing in the total number of quarter-hours the
station was on the air during a reported daypart.
This estimate. expressed in hundreds (00). is
reported for the Metro. TSA and. where appli
cable. the DMA.

A.... Qurt8r-Hour RItIngJThe Average
Quarter-Hour Persons estimate expressed as a
percentage of the appropriate estimated popu)a
tion. This estimate is reported for the Metro and.
where applicable. the DMA.

A.........,..,...our SIIIrtlThe Average
Quarter-Hour Persons estimate for a given sta
tion expressed as apercentage of the MetroTotal
Average Quarter-Hour Persons estimate within a
reported daypart. This estimate is reported for
the Metro only.

CUlM DupIIcatIonfThe percentage of estimated
Cume Persons for one station that also listened to
asecond station. This estimate is reported for the
Metro only.

CUlM .-.-rIbe estimated number of differ
ent persons who listened to a station for a mint
mum of five minutes in a quarter-hour within a
reported daypart. (Cume estimates may also be
referred to as cumulative or unduplicated esti
mates.) This estimate. expressed in hundreds
(00). is reported for the Metro. TSA and. where
applicable. the DMA.

ClIme RdngIThe estimated number of Cume
Persons expressed as a percentage of the appro
priate estimated population. This estimate is re
ported for the Metro only.

Dlytllrt/A time period for which audience esti
mates are reported (e.g.• Monday-Friday. GAM
lOAM; Weekend GAM-Midnight).

........ •.....AnI(DIIA~A.C.Nielsen·s
geographic market design which dermes each
television market exclusive of others based 00
measurable viewing patterns. Every county oc
sampling unit in the United States is assigned
exclusively to one DMAa.

DIll........ SllIIPIIffelephone numbers se
lected from the sample frame foc this survey
determined by Arbitrm to be usable.

DIlly IIIItIaIIIflbe IIUIIIber of in-tab diaries in
which listening to aI&ation bas been recorded foc
at least ftve minutes in a quarter-hour within a
given daypart.

Dilrykllplr/Any individual that Arbitron deter
mines to be e\igtble to receive and who is sent
survey materials.

Selected Arbitron Terms

Etr1IctIve Simple ... (ES8)/The theoretical
samplesize to be used for estimating the sampling
erroc of audience estimates. (See Page M5. Par.
15.)

EIIInIc CompoIItIoaIAudience estimates forTo
tal. Black and/or Hispanic persons expressed in
hundreds (00). ratings and composition percents.
Ethnic composition estimates are based on total
Metro in-tab diaries and are reported foc the
Metro of ethnically controlled markets only if at
least 30 Black and/oc 30 Hispanic diaries. as
appropriate. are in-tab from the Metro.

ExclaIM CUlM AudIIncIlThe estimated num
ber of Cume Persons who listened to only one
selected station within a reported daypart. This
estimate is shown for the Metro only.

Graup IlIIMWIIForsamplingJlUI1lO6e5.Arbitron
defmes groopquartersas residences of 10ormore
unrelated individuals. However. living arrange
ments such as college housing units. military
barracks. nursing homes. etc.. are considered
e\igtble residences if the telephone number is
assigned toa private telephone servingfewer than
10 individuals.

............., AnI (IIDA)/A High-Density Area
is a zip code-defmed sampling unit which may be
established in a county within the Metro of an
ethnically controlled market. The SpecifIC criteria
for establishing. retaining. or eliminating an
HDA are outlined in a separate publication titled
ArbitrOfl Ro4io Ducriptio,. of Mttltodology.

In-TIII -...nne number of usable diaries
tabulated in producing the report.

LIIII.I.I I.acItIoIIII1.Dtions for which audi
ence estimates are reported (At Home. In Car. At
Wark, Other).

......SUIwy AnI (IIIIro)/Metro Survey Area
defmitions genera\ly correspond to the federal
government's Office of Management and
Budget's (OMB) Metropolitan Statistical Areas.
Primary Metropolitan Statistical Areas or Coo
soIidated Metropolitan Statistical Areas. subject
to exceptions dictated by historical industry us
age or other marketing considerations as deter
minedbyArbitron.

....... TatIII ,.". DIll TatIII (Totallist",
i", ill tilt Mtiro alldlor Total list",i", ill tJu
DMAJ IThe Metro and/or DMA Total estimates
includeestimatesof listening toreportedstations.
as well as to conunercial stations that did not meet
the Minimum ReportingStandards,plusestimates
of listening to noncommercial and unidentified
stations.

• ..--.............. ~Criteria
used to determine which stations qualify to be
listed in this report. (See Page M4. Pars. 8-9.)

PtnonI-P.-Dllry VIIUI (PPDV)/The numeri
cal value assigned to each in-tab diary for the
process of projecting audience estimates to the
entire 12+ population in a market. The PPDV
reflects the number of persons in the geographic/
sex/age/ethnic (if applicable) groop represented
by each in-tab diary after sample balancing has
been performed.

RItIngI(See Average Quarter-Hour Rating and
Cume Rating.)

SImpII FrlmelIbe universe from which e\igtble
diarykeepers are randomly selected. The sample
frame for Arbitron radio surveys is designed to
sample households with telephones.

SIaIpII TergetfThe number of diaries that is the
objective for in-tab sample size.

SInIpIIng UnItIA geographic area consisting of a
county or split county. (See Page M3. Par. L)

SIIIN/(See Average Quarter-Hour Share.)

SIInuIcIItfThe simultaneous broadcast of one
station's total and uninterrupted broadcast flow
by a second station without any variation except
if the two simulcast stations choose to separately
identify their call letters. frequency. station name
and/or city of license. if appropriate. at the same
time.

SpIt r..trlAportion of a county composed of
one or more zip codes which has been separately
identified for purposes of ordering and control1ing
sample.

T.....IDIIIIcuIly (TD)/TIme period(s) of five
or more consecutive minutes during the survey
period for which a station listed in this repcrt
notified Arbitron in writing of: reduced power:
intermittent power: signal interference; or times
the station was off the air within the station's
authorized broadcast day.

n.. ...... LJIIINnI (TIL)/An estimate of the
amount of time theaverage person spent listening
to radio or to a station during a specific daypart
expressed in hours and minutes. This estimate is
reported for the Metro only.

T........,AnI (TSA)/A geographic area that
includes the Metro Survey Area and may include
additional counties.
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An Empirical Investigation of the Scope of Competition
Among Newspaper, Radio, Television and Other Advertising

Media

Economists Incorporated
February 1996

Introduction and Summary

An important issue raised by the Commission in this Notice of Inquiryl is
the effect of a change in cross-ownership policies on competition. Such a
change could permit joint ownership of newspapers and radio stations where
such ownership is now prohibited. The best way to assess the competitive
effects of any proposed joint ownership is to examine the facts specific to

the market or markets in which the acqUired and acquiring parties operate.
As a general model, the Commission can use the fact-specific, case-by-case

investigations undertaken by the Department of Justice and Federal Trade
Commission when reviewing proposed mergers. The Horizontal Merger

Guidelines2 which guide these agencies in such investigations is a suitable
framework for considering questions of market definition and competitive
impact in advertising markets.

Due to the importance of local facts and conditions, this paper does not at
tempt to provide a competitive analysis for each "relevant" media market.
Even if time and resources permitted such an endeavor, it would be impossi
ble because there are at least as many "relevant markets" as there are poten
tial cross-ownership transactions. Nevertheless, some generalizations can be

Notice of Inquiry (NOI), In the Matter of Newspaper/Radio Cross
Ownership Waiver Policy, MM Docket No. 96-197, released October I,
1996.

2 Department of Justice and Federal Trade Commission Horizontal
Merger Guidelines, Federal Register. Vol. 57, No. 176, September la,
1992.
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made. This paper uses information from a number of market areas to offer
guidance on the direction that analyses undertaken in specific markets are
likely to lead. This paper presents empirical findings which support a pre
sumption that should serve as the starting point for the FCC when it investi

gates individual transactions on a case-by-case basis. This presumption with
respect to product markets is that a properly-defined local advertising market
generally will include not only newspaper, radio and television media but
other sellers of advertising as well.

As explained in the Merger Guidelines, an important step in evaluating the
competitive effect of a merger is determining the relevant product market.
Starting from the point of view of customers for whom the merging media
are good substitutes, the relevant product market should include all the
products which a hypothetical monopolist must control in order to
profitably raise price to those customers.3 Economists are in general
agreement that the higher the concentration of ownership in a relevant
market, the greater the likelihood that anticompetitive behavior will occur.
Anticompetitive behavior can be manifest in higher advertising prices.
Persistently higher prices due to reduced competition should also lead to
higher profits for sellers in the market, other things equal, which can be
expected to translate into higher sale prices when such firms are sold.

Whether or not advertising prices are above competitive levels at the time a
station is sold, a buyer should be willing to pay more for a station in a more
concentrated market, other things equal.

The geographic scope of the market in which local newspapers and radio
stations compete depends upon the extent to which advertisers that utilize
the two media seek to reach a common area. As a general matter there are
strong reasons to respect the areas drawn by audience ratings services, which

reflect the commonly accepted geographic structure of broadcast markets.
Arbitron Metro Markets generally reflect the area of overlap between radio
stations and the corresponding circulation measures for many central city

3 Horizontal Merger Guidelines, § 1.11.
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newspapers. Thus, in many cases-for example, where cross-ownership is

proposed for a central-city daily newspaper and a central-city radio station

the Arbitron Metro Market area would seem an appropriate geographic
market definition. Even where the cross-ownership would link a central-city

station with a suburban newspaper, the larger Metro Area may remain
appropriate. Although suburban newspapers cannot by themselves deliver
the same audience as a central-city broadcast station, they can form part of a
package or group buy that does constitute such a substitute. In other
presumably rare-cases (e.g., a merger between a daily newspaper that is
published and circulates in a small outlying (non-metro) community and a
station licensed to the same community, a market limited to that city (or its
county) might be appropriate.

The analysis in this paper takes as given the existence of a relationship be
tween increased concentration in a relevant market and higher product
prices, firm profits and firm valuations. (If this assumption is not valid then
much of U.S. merger law lacks economic foundation.) Given this assump

tion, if one finds in any particular candidate "market" that there is no rela

tionship between concentration and the value of the media concerns, one

must conclude that the "relevant market" has not been properly defined.
Thus, concentration and value-of-firm information can be used to help de
fine the scope of the relevant market. The core analysis in this paper uses
econometric analysis to test whether, over a number of sample media mar
kets, various geographic and product market definitions "make sense" in
terms of the relationship between concentration and market performance.

Radio station sales prices are examined first in a candidate market defined to
include radio stations and daily newspapers. Narrower markets, comprising
only radio stations or only newspapers, are not analyzed because if the rele
vant product market for radio/newspaper combinations does not include
both media, there can be no competitive effect from eliminating the cross
ownership restrictions. The empirical analysis shows that concentration
(measured by the HHI) in a radio-newspaper market is not statistically

ECONOMISTS INCORPORATED
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related to radio station sale prices.4 This finding suggests strongly that the
proper relevant product market is broader than this pair of media.

The next step in the analysis is to examine a broader candidate market

consisting of radio, newspapers, and TV. Even in this broader market,
however, concentration is not related to the prices at which radio stations
are sold. The absence of any statistically significant relationship is evidence
that a market restricted to these three media is too narrow, and that the
proper relevant product market includes other competing sellers of
advertising such as direct mail and outdoor advertising.

The analysis of radio station sale prices is reinforced by an analysis of TV sta
tion sale prices. TV station sale prices are examined first in a candidate

market defined to include TV stations and newspapers, then in a market
including TV stations, newspapers and radio stations. As in the radio station
analysis, TV station sale prices are not statistically related to concentration in
either candidate market. This supports the finding that other media
significantly compete with radio, newspaper, and TV.

Competitive analysis also requires the definition of a relevant geographic
market. This paper does not focus on identifying a single correct definition
of the geographic market. Instead, it examines the product market question
in the context of three alternative geographic markets which the
Commission might consider. For obvious reasons, public data on audiences
are based on certain industry-standard geographic definitions. It is difficult
to find data for geographic areas defined in other ways. Industry-standard
geographic markets are far from arbitrary. Indeed, they should serve as an

obvious focal point for competitive analysis because they are areas that the
rating services have found most valuable to their customers-advertisers and

broadcasters. Since what broadcast media are measurably selling, and
advertisers are measurably buying, from a geographic perspective is a DMA

4 The Herfindahl-Hirschman Index (HHI) is often used to measure
market concentration. It is calculated as the sum of the squares of
market shares of individual participants.
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or some other industry-standard area, it makes sense to focus on such areas

when considering the effects of media combinations.

The first of the three geographic markets considered here is the DMA

(Designated Market Area), commonly used as a proxy for the area reached by
TV stations and the principal geographic area for which Nielsen produces TV
audience information. The second geographic market, the Arbitron Metro
Market, is the principal geographic area used by Arbitron in producing radio
audience information. The third geographic market is based on the current
cross-ownership rule, which focuses on the community in which a newspa
per is published and the radio and TV stations with contours that encompass
it. Each of the product markets described above was tested with each of these
alternative geographic market definitions. Regardless of the geographic mar
ket, the statistical analysis supports the inference of a product market
broader than radio, newspaper, and TV.

Figure 1 summarizes the combinations of candidate product markets and ge

ographic markets investigated.

Figure 1: Summary of Candidate Product and Geographic Markets

DMA Arbitron Community

Radio-Newspaper X X X

TV-Newspaper X X X

Radio-Newspaper-TV X X X

Data and Procedures

The key indicator of the competitiveness of individual markets used in this
analysis is radio and TV station sale price. This indicator should vary with
concentration in a properly defined relevant market. Station sale prices were
obtained from BINs MasterAccess databases. To avoid complications arising
from partial ownership, valuation of debt and multiple station sales, only

ECONOMISTS INCORPORATED
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station sales completed in 1995 for which cash was paid for the entire assets
of an individual station were included.

The most data-intensive part of the analysis was calculating HHIs for all the

different candidate market combinations considered. In order to economize
on this effort, the sample was drawn to minimize the number of HHIs to be
calculated. Accordingly, the initial sample included 13 market areas in which
both one or more radio stations and one or more TV stations were sold dur
ing 1995. Additional market areas in which either a radio or TV station was
sold were added to the sample to make a total of 38 radio station sales and
31 TV station sales in 35 distinct market areas.s

For each product market and geographic market considered, the HHI was cal

culated based on 1995 revenues attributable to each station or newspaper
owner in the market. BIA was the source for radio and TV station revenues.
Revenue estimates were not available for some radio and TV stations. These
were not incorporated in the HHI calculation, but they are thought to be
chiefly small stations whose omission would not affect the HHI
substantially. Newspaper advertising revenues were estimated in Duncan's

Radio Market Guide for the principal metropolitan daily newspapers.6

Revenue estimates for other daily and weekly newspapers, including
suburban newspapers, were not available and so were not incorporated in
the HHI calculation; the effect is to overstate HHIs.

To account for this possible measurement error in the HHI calculations, each
of the regressions discussed below was estimated using two methods. The
first method was the standard OLS approach. In the second method, an

5

6

The analysis of smaller markets can be complicated in individual cases
by stations in large neighboring markets. To avoid this complication,
radio station sales in markets smaller than the top 100 Arbitron and
TV station sales in markets smaller than the top 100 DMAs were not
included in the sample.

This estimate includes retail, insert and "retail classified" (e.g., auto
and real estate) advertising but excludes advertising typically placed
by individuals (e.g., personals).
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